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f % 4 KEY CAMPAIGN SUCCESS DRIVERS

With half a billion active users spending a total of 700 billion minutes on Facebook every day,

advertisers and their agencies are focusing more attention on Facebook as a key component
of online advertising.

With an audience that clearly identifies its interests and demographics, search engine marketers
are working harder than ever to incorporate Facebook into their strategic planning and execution —
either on the Facebook platform directly or by leveraging third-party campaign management solutions

But advertising on Facebook without understanding its unique characteristics can result in poor
campaign performance. This SearchForce white paper discusses some of the distinctive aspects of

Facebook and how you can use them to gain a competitive advantage.
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#1 UNDERSTANDING THE FACEBOOK USER

Once a largely college-aged/youth-oriented social media hub, Facebook has now extended its
presence across an exceedingly wide range of demographic groups.

From high school students to their parents — and even their grandparents — Facebook helps
users stay in touch with friends, learn about new products, and even extend business and
professional connections. What's more, Facebook now spans a wider geography, with 70% of
users located outside the US.

With more diversity, the notion of “the Facebook user” as an audience in and of itself, has become
far less less important than the ability to target highly specific attributes, such as interest, hobbies,
political views, purchasing patterns, and more.

And as Facebook users share more and more data, search engine marketers can take advantage
of these targeting opportunities with the right campaign management tools.
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#2 SELECTING YOUR AUDIENCE

In the past, marketers had a broad idea of their ideal target audience, but Facebook offers much
finer segmentation potential.

Broad categories, such as gender and age for example, are certainly a place to start.. Through
the Facebook platform you can craft finely tuned messages based on these criteria.

For example, if you own a gourmet chocolate shop, you might already know that your core
consumers are mostly females between 30 and 50 years old — and that most of your non-U.S.
online orders come from Canada and the UK.

With Facebook — and an effective campaign management platform — you could use this
information to build a campaign that targets these audience more precisely than with other
media.

With the ability to quickly and easily target these groups, and exclude those who don’t match
your criteria, you can create both short- and long-term advertising programs with high ROI
potential. And you can quickly adjust campaigns to rapidly optimize performance.
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#3 CREATING MORE GRANULAR CAMPAIGNS

Although specific targeted audiences can help you boost campaign performance and eliminate
wasted ad spend, Facebook gives you a highly granular level of control over campaigns through
almost limitless combinations for linking targeted messages to specific audiences.

To expand on the gourmet chocolate shop example above, Facebook provides the ability to both
target and measure each attribute and group them into combinations. For example, you could
test a wide variety of ads to determine the relative targeting value of

m Gender and location (female chocolate buyers in Canada vs. the UK),

m More specific age criteria (female chocolate buyers age 30-40 vs. 40-50)

® Gender, location, and age (female chocolate buyers age 30-40 in Canada vs. female
m chocolate buyers age 40-50 in Canada)

Or perhaps you could test a specific campaign to target males, compare ad performance based
on relationship status, and much more. You can easily develop hundreds of different combinations
— each offering unique targeting opportunities.

Unfortunately, Facebook itself does not provide advertisers with this level of granularity, but with
the right third-party platform, you can automate the process of testing and scaling out campaigns.
In fact, with the right user-friendly tools, you can design and measure advertising performance
through an intuitive user interface that minimizes cost and complexity.
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#4 AUTOMATING DYNAMIC CAMPAIGN
MANAGEMENT

One issue with Facebook is that the network is so dynamic that quality scores and cost per click
can rapidly change. That makes it vital to create a strategy for rotating image ads and messaging
to keep campaigns fresh.

But it's nearly impossible to respond to these dynamic changes through manual processes. The
time and resources needed to manage a program like this is one reason why many advertisers
aren’t using Facebook to its full potential.

But through sophisticated third-party PPC tools that are integrated with Facebook, you can
automate this process to keep your creative messaging responsive and fresh. Plus you can
generate reports as often as needed to pinpoint new ways to improve your campaigns — both on
Facebook and other search engines.
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SEARCHFORCE: AN INDUSTRY-LEADING
PLATFORM FOR FACEBOOK CAMPAIGN

With SearchForce, you eliminate tedious manual processes through one customizable bid
optimization, campaign management, and reporting platform that offers:

m Centralized user dashboard to manage multiple campaigns

m A set of flexible bidding strategies to meet virtually any goal, with complete
synchronization across all major search engines

m Customized and consolidated reporting plus cross-channel conversion tracking
across all channels

B Social media tools to make the most of advertising opportunities on Facebook

m Advanced reporting and analytics to streamline campaign management

Contact SearchForce today to find out more about how our Facebook platform integration
can suit your needs: Email: info@searchforce.com | Phone: 650.235.8777
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